The significance of gender within contemporary craft work is frequently acknowledged, but rarely analysed in empirical depth. In this chapter we explore the experiences of women working in the craft brewing industry, paying particular attention to how the recent expansion in craft beer production and consumption is underpinned by a masculinised and patriarchal notion of retraditionalisation. This is made apparent in the masculinities evident in persistently reproduced structures, aesthetics, marketing and attitudes surrounding craft production in this sector.
deindustrialization, unemployment and the rise of what they saw as feminized forms of postindustrial work. This reality was in stark contrast to a resurgent ideology of hard work and frontier self-sufficiency in the new enterprise discourse: 'Budweiser targeted this acute tension between the revived American ideals of manhood and the economic realities that made these ideals nearly unattainable for many men' (Holt 2004: 6-7) . If Budweiser's old advertising campaign offers a good example of a specific form of masculine work being used to anchor consumption-based identities, craft beer takes this a step further. Both hark back to an ideology of work far removed from paramount reality and promise to secure identity through consumption. With craft beer, however, authenticity is secured through a knowledge of the provenance of the beer, its ingredients, and a form of conspicuous consumption demarcated not only by premium pricing (craft beers are notably more expensive than either 'premium lagers' or real ales) but by a knowledge of the production process and ingredients, such as being able to distinguish styles of beer, hops, and yeasts. This knowledge is learned through consumption, with the new labour aristocracy of the service sector actively engaging customers in the education of their tastes (Ocejo 2017) .
In his 2017 book The New Craft Masters, Richard Ocejo reports on ethnographic research into the newly valorised work of high-end barbers, whole-animal butchers, cocktail bartenders, and artisanal, small-batch distillers. Like craft brewing, these professions are increasingly popular with college educated middle-class young men, who just a few years ago would have gone into a whitecollar, office-based profession. More than skilled traders, the butchers, barbers and bartenders Ocejo researched also acted as arbiters of taste and culture, combining the embodied skill of craft with expert knowledge of their domain of consumption. As social identity construction has moved more towards consumption, those producers who can not only create valued goods, but also educate the tastes of high-end consumers, can command a social status well above the traditional blue-collar crafters of decades past. This change of status is founded on the centrality of knowledge in such work, but Ocejo also points to the intrinsic value of skilful practice and craft virtuosity. In an age dominated by immaterial labour and work that can be framed as feminized (cf. Hardt and Negri genuinely committed to a more grounded and ethical form of production, the new crafters are engaged in a kind of 'retraditionalisation' (Banks and Milestone 2011; Lash 1994) in which preindustrial forms of craft are positioned as anchors of both masculine work-identities and community cohesion. As Ocejo (2017) notes, placed like barbershops, butchers and bars were focal points for men in urban communities in the past, and retain that role in the contemporary imagination, even if not in reality. Although there are several women working in the butchers and barbers that Ojeco studied, and he does give over some space to considering their experiences, reporting on a female barber's experiences of learning to give a shave with a straight-razor, but the overall sense is of an archaic set of very traditional values in service. Women and ethnic minorities are largely restricted to back-stage jobs and do not reach the upper echelons where meaningful and long-term careers can be forged, at least partly because these workplaces are spaces where hegemonic masculinities are performed, which is precisely their appeal to consumers. This observation has already been made in relation to craft beer, and the specific whiteness of the masculinity being performed in that sector. Withers (2017) provides an acute analysis of the cultural and spatial racializing of craft beer consumption. As he argues, the culture of craft beer is not only gendered, but also classed and raced so that 'the craft beer culture is informed and defined by whiteness' and dominated by college educated, white males' (Withers 2017: 237) .
This tension is most clearly evident in craft beer marketing, where sexism and misogyny are frequently observed. Objectified women's bodies have long featured in beer advertisementsBudweiser has regularly used images of a doting female pouring a beer for a man, or swimsuit-clad blonde women lying on beach towels. Such objectified images of women appear designed to complement the more active working men, to present a couplet of desired-object and identifiedsubject. In many images of craft beer, and especially in BrewDog's promotions, a hypermasculine aesthetic of lumberjack shirts and big beards combines with extreme brewing (underwater brewing, very strong beers, or intense tastes like chilli beer) and a celebration of heroic entrepreneurialism (Watt 2016). Women often appear primarily as objects of derision, as in one advert mocking prostitutes, or with products like 'Trashy Blonde', a beer that was promoted with the following on the bottle label:
A titillating, neurotic, peroxide, punk of a pale ale. Combining attitude, style, substance and a little bit of low self esteem for good measure; what would your mother say?
You really should just leave it alone… …but you just can't get the compulsive malt body and gorgeous dirty blonde colour out of your head. The seductive lure of the sassy passion fruit hop proves too much to resist. All that is even before we get onto the fact that there are no additives preservatives, pasteurization or strings attached.
All wrapped up with the customary BrewDog bite and imaginative twist. This trashy blonde is going to get you into a lot of trouble. (reproduced in Atherton 2011) Which, as Sophie Atherton (2011) noted shortly after the launch of the beer with remarkable understatement, made her "uncomfortable" because "even in the 21st century women are subjected to -and the subject of -far too much derogatory, degrading and violent treatment, behaviour and attitudes and anything that contributes to that ought to be considered unacceptable."
This tension surrounding the retraditionalisation evident in contemporary craft work is, in some ways, at the heart of the contemporary craft discourse. Whilst the hyper-masculine imagery of craft that is mobilised by Brewdog appeals to an atavistic ideal of masculinity, 'craftivism' politically revalorises traditionally domestic, feminised practices like knitting, crochet and quilting (Corbett 2013; Greer 2014; Rippin & Vacchani this volume) . This reframes what was, historically, a form of subsistence self-provisioning, or perhaps small-scale, petty commodity production for relatively localised consumption outside the household, to suggest a model for rethinking work beyond the capitalist, patriarchal employment relationship (cf. Friedmann 1986) . Like many other domestic production processes maintained by women, brewing followed a trajectory from localised-craft to industrialised production during the 19 th and 20 th centuries, with a massive increase in scale and formal employment in dedicated production sites outside the home. In the process domestic production was rebranded as a masculine hobby -'home brewing' 3 -and the gender of brewing completed its shift from a highly skilled female-dominated profession in the 1300s, to a male dominated, industrialised, deskilled form of mass production (Bennett 1996; Peyton 2013) .
Industrialisation brought profitability and efficiency, but at the cost of standardisation and oligopoly, reaching its apogee in the 1970s when the UK market was dominated by just a handful of large breweries, and relatively homogeneous, pale lagers had started their rise to eventually dominate the market (Brown 2010) . Industrialisation thus combined a patriarchal and capitalist form of organising brewing, with standardised production for mass markets. they were experiencing change over time in the industry, and what they predicted as the future of craft brewing. Our analysis here focuses on representing those experiences as transparently as possible, within the analytical frame we have developed from the dataset. The following sections examine the concerning experiences of women working in the craft brewing industry, as well as covering their interpretations of how authenticity in craft brewing is anchored through a displaced homo-social fraternity as well as 'craft' skill.
Harrasment and discrimination
Despite innovation being used creatively to open up a space in the male dominated brewing industry -which will be discussed later -discrimination remained an issue for our respondents.
Interestingly, the predominant structure of the interviews began with an assertion that gender and sex discrimination was not an issue for them personally: that their beers spoke for themselves; and that quality would out, regardless of who the brewer was. Even though we recruited a significant proportion of brewsters through the generosity of a known feminist network, such associations did not generally personally resonate with the respondents. However, the interview narratives are striking in that initial disclaimers were often followed by a litany of discrimination or harassment.
Indeed, a comment that 'I have never really had like any sexist comments to me…' segued into :
Actually I kind of had one today… this guy [from a company she applied for a job to]… Wrote me a message, he goes, "Hey hot stuff, are you still interested in applying?..."
This was followed by two further recollections of recent events of harassment:
… when we were hanging out [at a beer festival] he was kind of, I don't know, he was a little bit drunk and he was kind of poking me on my shoulders and on my sides… …at the brewery, we were just finishing up bottling and he kind of… I just feel someone slap my
[body] and I literally popped up and I go, "what the fuck?" and I just looked at him and I was in such shock, and I just looked at [male colleague] and he didn't say anything and I just walked away, and I wish I had said something right there and then.
As we write this chapter, the revelations of sexual harassment of women in the Hollywood film industry are still making headline news, and being reinforced with reports from other sectors. One of our respondents, who worked in marketing for a brewery, had previously been in the music industry and drew parallels with similar experiences of harassment at pop concerts and award ceremonies. Common to both was male domination at the highest levels of the industry and the presence of alcohol:
I guess in industries where there's drinking involved… I did myself, had to handle some unpleasant situations when there was actually a work-related event. But, we had a few drinks and stuff, and all of a sudden it wasn't a professional context anymore.
In brewing, of course, alcohol is a constant part of the business. Brewers and other employees reported regularly visiting pubs where their beer was sold, either to check how it was being kept, or to further sales. In such a context, normal expectations of 'professional' conduct would often slide, as women engaged with sales reps (who had perhaps been drinking themselves) and with customers, who had almost certainly been drinking. Indeed, one of the key aspects of this industry is that much of the networking and 'social work' associated with a successful career straddles the boundary between work and leisure, and often involves intoxication, further eroding the selfregulation of behaviour that characterises formal workplaces. As several of the breweries we visited also had tap-rooms, where punters came to the brewery to drink, often excessively, on-site, even the brewery shop-floor was not entirely separated from spaces of intoxication and excess, making inappropriate, sexualised behaviour even more likely than more in clearly delineated workplaces.
a signifier that was future orientated for them, suggesting change and disruption, rather than a nostalgic harking back to the good old days before industrialization, as we might expect from a practice anchored in the discourse of craft (Land and Taylor 2014) . Where post-Braverman labour process theory would suggest that innovation and change are often bywords for deskilling and the degradation of craft, these female craft brewers understood their practices as both a continuation of pre-industrial craft traditions and as a contemporary, innovative practice. Although there were significant differences between the physical set ups in the breweries, even relatively small breweries used new techniques, ingredients and technologies. In the larger breweries, the production process itself was technologically controlled and cutting-edge technologies enabled nitrogen, rather than carbon dioxide, to be used to give beer a fizz. Fully automated canning lines enabled large scale production for retail, as well as for bar sales.
However, there was no sense that contemporary technology was inimical to 'craft' production, or that it implied deskilling. If anything, it extended the range of craft skill, effectively upskilling the work of the brewers by demanding technological and scientific knowledge to use and maintain this equipment. Nor did it suggest a replacement of bodily senses, as the brewers spoke of the continued importance of embodied taste and smell in the production of beer, with brewers regularly sampling beer throughout its production, and tasting or smelling raw materials during the process. The real target when respondents discussed 'traditional' production was the established industrial forms of brewing, dominated by a fairly standardised set of beers, brewed using established technologies and ingredients, in a relatively standardised labour process dominated by men.
Women, men, craft brewing: New world, old rules
From this, we would suggest that women in the contemporary craft brewing industry are still treated as 'women in a man's world'. Structural, cultural and social change during the Industrial Revolution and subsequently have encouraged the brewing and drinking of beer to be understood as a predominantly male activity, removing the female brewsters who brewed beer in the home and developed brewing processes over thousands of years (Bennett 1996) . The materiality of the production process, both through units of design and in the unpredictability and temporality of yeast-based fermentation, intersects with a wider gendered division of domestic labour and bodily norms, to encourage us to think of women the exception, rather than the norm, in brewing -and by extension, in craft work. Add to this forms of direct sexism and even sexual harassment, possibly exacerbated by inebriation, craft brewing seems to be a very unwelcoming working world for women.
However, as we have also seen, the shifts in drinking cultures that craft beer has brought with it, alongside moves towards experimentation and innovation in brewing, have at least partially broken down the gendering of brewing, beers, and drinking, pointing to new opportunities for women to participate in the industry that they are responsible for historically. These two dynamics pull in different directions, and are still playing out in the craft brewing industry, but we expect that the progressive elements of craft, at least in craft brewing, hold out promise of greater equality and diversity, rather than leading towards a regressive, patriarchal retraditionalisation. The women we spoke to, whilst very clearly a minority still in the industry, enjoyed their work, position, status, and beer, and provide intriguing evidence of changing drinking cultures as opening up the future to greater gender equality.
